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1. Culture and tourist products – a double bind 
Today	 the	 claim	 that	 culture	 is	 an	 inherent	 constituent	 of	 tourist	 products	







its	 various	 manifestations,	 and	 more	 specifically	 by	 his/her	 culture-specific	
habits,	knowledge,	tastes,	behaviours,	ways	of	socializing	and	relating	to	people	
and	 of	 spending	 free	 time	 as	 well	 as	 experience	 of	 dealing	 with	 a	 stranger.	
Briefly	speaking,	his/her	acquisition	decisions	are	strongly	influenced	by	his/her	
culture-bound	 expectations	 which,	 even	 subconsciously,	 s/he	 seeks	 to	 be	 met	
by	the	product.	Secondly,	culture,	but	this	time	the	target	culture	built	 into	a	
tourist	 product	 and	 understood	 as	 national,	 regional	 or	 ethnic	 culture	 which	
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An	 invented	 tradition	 seems	 to	 be	 a	 possible,	 although	 far	 from	 ideal,	
solution	to	the	problem.	The	term	was	invented	by	Hosbawn	and	Ranger	[2008]	














constitutes	 its	 true	 value	 has	 been	 blurred	 to	 avoid	 any	 difficulties	 and	 inner	
conflicts	in	its	intellectual,	emotional	and	somatic	perception.	
Invented	traditions	can	be	seen	as	one	more	piece	of	evidence	of	importance	





every	 of	 its	 six	 components:	 presence,	 place,	 people,	 pre-requisites,	 pulse	 and	
potential.	It	serves	as	their	common	denominator,	an	element	which	goes	across	
all	of	them	and	determines	their	proper	performance.	In	“presence”,	it	is	stressed	
a	 contribution	 of	 every	 place	 to	 a	 global	 dimension	 of	 science,	 culture	 and	
governance.	People’s	perception	of	pleasantness	of	a	place	and	attractiveness	of	




“people”,	 respectively.	 In	 the	 first	 case	 culture	 is	 understood	 as	 an	 important	




feature.	 “Pulse”	 stands	 for	 interesting	 things	 a	 place	 possesses	 which	 can	 be	
discovered	 by	 a	 newcomer	 and	 which	 contribute	 to	 its	 perception	 as	 exciting.	
Needless	to	say,	most	of	them	belong	to	various	manifestations	of	culture,	from	
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folk	 and	 traditional,	 through	 elite	 to	 popular	 and	 alternative.	 As	 for	 the	 last	
category	 of	 “potential”,	 it	 embraces	 economic	 and	 educational	 opportunities	
which	are	embedded	in	the	place	and	stand	for	its	economic	and	symbolic	that	
is	 cultural,	 capital.	 A	 mass	 tourist,	 whose	 visit	 is	 usually	 too	 short	 to	 make	

















2. Global changes in the mass tourist market
The	hospitality	business	seems	to	operate	on	a	tourist	market	defined	by	two	
contradictory	 factors.	 On	 the	 one	 hand,	 it	 is	 a	 global	 market	 reaching	 global	
customers	 and	 addressing	 mass	 tourists,	 but	 on	 the	 other,	 we	 observe	 its	
growing	segmentation	and	atomization.	The	second	aspect	results	from	both	an	
appearance	of	new	customers	with	a	distinctively	different	cultural	background	
and	 consequently	 their	 strongly	 differentiated	 needs,	 and	 a	 growing	 number	
of	 tourist	 agencies	 and	 tour	 operators.	 The	 latter,	 in	 order	 to	 enhance	 their	
competitiveness,	 tend	 to	 offer	 products	 corresponding	 to	 the	 culture-specific	
profiles	of	their	potential	global/glocal	customers.	How	to	successfully	combine	
these	two	apparently	clashing	demands	is	a	difficult	task.	
As	 already	 mentioned,	 one	 of	 significant	 factors	 demanding	 for	 new,	
more	 flexible	 ways	 of	 doing	 business	 by	 the	 hospitality	 scheme	 people	 are	 an	
enlarged	 number	 of	 tourist	 destinations	 and	 an	 appearance	 of	 new	 groups	 of	
tourists	mainly	in	Europe	and	in	North	America.	Firstly,	exotic	countries,	e.g.	













for	 at	 least	 two	 reasons.	 Firstly,	 unlike	 Western	 European	 countries	 whose	
cultural	heritage	has	been	recognized	by	Asian	tourists	and	which	consequently	
have	 already	 become	 their	 destinations,	 Central	 and	 Eastern	 Europe	 has	 to	




























1	 The	 national	 programme	 “Ten	 millions”	 served	 to	 encourage	 the	 Japanese	 to	 travel	
overseas	after	the	difficult	period	after	WWII	when	travels	were	forbidden	and	all	the	efforts	and	
means	were	to	be	used	to	build	the	position	of	Japan	in	the	world	of	business	and	economy.		












their	 travel	 decisions	 using	 the	 suggestions	 from	 their	 relatives	 and	 friends,	
especially	 those	ones	who	have	been	to	Poland	or	have	got	some	 information	









Brand	 which	 stresses	 the	 fact	 that	 the	 picture	 of	 Poland	 in	 the	 world	 is	 still	
mainly	 created	 by	 its	 history,	 traditional	 culture	 and	 culture-specific	 events	
(Kraków	and	Warsaw)	as	well	as	such	great	Poles	as	John	Paul	II	and	the	legend	
of	 the	Solidarity	movement	–	Lech	Wałęsa.	For	 the	Japanese,	Chopin	and	his	
music	 constitute	 an	 additional	 strong	 emotional	 link	 with	 Poland.	 One	 more	
element	on	the	list	of	Polish	associations	is	Auschwitz,	a	scar	on	Polish	history	





a	 modern	 country,	 dynamic	 and	 culturally	 diversified,	 with	 beautiful	 nature,	
unspoiled	 and	 intact,	 a	 country	 proud	 of	 its	 hospitable	 people	 and	 of	 its	 past	
but	also	building	its	prosperous	future.	As	in	the	slogan	by	Willy	Ollins:	Poland.	
Creative tensions	[Analiza wyników badań wizerunku Polski…	2008,	pp.	55–56]	–	it	










Poland,	 without	 any	 prior	 positive	 or	 negative	 associations,	 which	 can	 more	
truly	correspond	to	the	self-picture	of	Poles.	The	 last	 (2010)	EXPO	exhibition	







Promotion of the Country Award	 in	the	category	2010 CBN Marketing Awards for 
Expo 2010 Shanghai China	[http://www.expo2010.com.pl/#/pl/news/e11e8f090e
d8302b3650539702b2a17e].	
Three	 motives	 were	 used	 to	 shorten	 the	 cultural	 distance	 between	 Poland	
and	 China.	 The	 material	 used	 to	 build	 the	 Polish	 pavilion	 looked	 like	 paper,	

















3. A cultural profile of Japanese tourists – the impact of mother culture
As	follows	from	the	research	carried	out	on	behalf	of	travel	Web	site	Expedia	





than	 in	Japan	and	as	far	as	the	cultural	motivation	 is	concerned,	 it	 is	related	









appreciate	 very	 much	 even	 insignificant	 and	 inexpensive	 gifts	 from	 the	 hotel	
staff	as	a	token	of	esteem	paid	to	them.	Moreover,	they	are	very	polite,	respectful	
towards	others,	especially	the	elderly,	open	to	new	experiences	and	curious	to	






























destinations	 [www.pot.gov.pl].	 It	 can	 be	 also	 observed	 their	 growing	 interest	
in	 Central	 and	 Eastern	 European	 countries	 as	 well	 as	 their	 Asian	 neighbour	
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Some	 behaviour	 of	 the	 Japanese	 tourists	 may	 cause	 misunderstandings	
or	 even	 serious	 problems	 if	 they	 miss	 a	 proper	 cultural	 interpretation	 which	
usually	uses	one	of	the	following	key-concepts:	enryo,	wa,	amae,	on	and	seishin	
[Bugaj	 2007,	 p.	 57].	 Enryo	 is	 an	 interesting	 combination	 of	 ceremony,	 ritual,	
respect,	self-effacement	by	means	of	refraining	from	directly	expressed	wishes	























Organisation	 and	 the	 Club	 Tourism	 International	 Inc.	 co-operating	 with	 the	
Kinki	Nippon	Tourist	Co.	Ltd.,	a	Polish	Centre	of	Tourist	Information	was	open	
in	 Tokyo	 [Regulamin Polskiego Ośrodka Informacji Turystycznej w Tokio	 2007,	
p.	 3].	 Before	 Poland	 was	 promoted	 together	 with	 other	 countries	 from	 the	
Visegrad	 group	 (the	 Czech	 Republic,	 Hungary	 and	 Slovakia)	 using	 the	 slogan	
“A	 European	 Quartet	 –	 one	 melody”	 [www.serwisturystyczny.pap.pl].	 In	 2005	
the	EXPO	exhibition	in	Aichi	became	a	good	opportunity	to	present	Poland	to	
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the	Japanese.	The	leitmotiv	was	the	slogan	“See	the	beauty	of	Nature”	and	the	
topic	 of	 all	 the	 events	 was	 “The	 wisdom	 of	 Nature”.	 Both	 of	 them	 referred	 to	
the	Japanese	sensitivity	to	natural	beauty	and	its	various	manifestations.	The	





people,	 nature	 is	 a	 rich	 source	 of	 inspiration	 and	 creativity	 in	 a	 civilisational	
perspective.	
A	 study	 tour	 to	 Poland	 for	 JATA	 (Japan	 Association	 for	 Travel	 Agents)	
representatives	organized	in	2010	resulted	in	a	month	of	promotion	of	Poland	
in	 the	Nagoya	 region	 in	 the	 trains	and	on	 train	stations.	Traditional	 features	
of	 Polish	 cultural	 landscape	 combined	 with	 its	 natural	 beauty	 dominated	 in	
it	 [www.pot.gov.pl].	 Thus,	 the	 main	 challenge	 for	 the	 Polish	 marketers	 and	
copywriters	is	to	communicate	successfully	all	the	strong	and	multiple	aspects	






Polish	 souvenir,	 which	 would	 also	 strengthen	 the	 image	 of	 Poland.	 Amber,	
regional	 craft,	 food,	 vodka	 and	 mead	 as	well	 as	duvet,	 which	 they	 enumerate	
[www.malopolskie.pl],	are	either	representative	of	particular	Polish	regions	or	







4.	 people	 –	 hospitable,	 imaginative	 and	 creative,	 “Slavonic	 soul”,	 beautiful	
women
5.	 health	–	nature,	ecology,	freshness,	natural	ecological	products
6.	 cities	 –	 monuments,	 architecture,	 history,	 individual	 narration,	 soul,	
multiculturalism
7.	 famous	 Poles	 –	 John-Paul	 II,	 Copernicus,	 Canaletto,	 Saint	 Adalbert,	 Witt	








ones	 and	 properly	 explore	 these	 elements	 which	 are	 important	 for	 Polish	
national	 identity	 and	 character.	 The	 first	 group	 of	 assets	 embrace	 beautiful	










poverty	 together	 with	 relatively	 low	 prices	 because	 Poland	 is	 not	 in	 the	 Euro	
zone,	constitute	their	negative	counterparts	[www.malopolska.pl].	









cultural	 ethos.	 The	 wooden	 architecture	 of	 orthodox	 and	 catholic	 churches,	
wind-	 or	 watermills,	 some	 of	 which	 are	 on	 the	 UNESCO	 list	 or	 the	 Trail	 of	
Traditional	Craft,	both	 in	 the	South	of	Poland	–	 the	Podkarpacie	 region	–can	




culture,	 such	 as,	 for	 example,	 dancing,	 bread	 baking,	 Easter	 egg	 decorating,	




regions.	 Polish	 multiculturalism	 of	 the	 Eastern	 borderlands	 where	 Orthodox	
religion	has	been	for	centuries	co-existing	with	the	Roman	Catholic	Church	and	

















tourist	 products.	 It	 is	 true	 that	 language,	 especially	 in	 the	 case	 of	 Japanese	
tourists	is	a	big	obstacle,	but	on	the	other	hand,	even	some	rudimentary	English	
can	be	useful	to	facilitate	direct	contacts,	eg.	during	folk	art	workshops,	various	
















Contrary to its logics, a global tourist market demands a continual modifications and 
segmentation of tourist products which, although addressed to a mass tourist, should be 
tailored to his/her individual and mother/target culture-specific needs and expectations. 
Consequently, culture plays an important role in the process and it should be approached 
from two different but complementary perspectives. First of all, the mother culture of 
the potential customer as well as the target culture of the receiving country should be 
considered. The first one accounts for the decisions which products to buy and the second 
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one, which determines the way the hospitality business operates in terms of services and 
tour content, is responsible for the customer’s satisfaction from the tourist product s/he 
has acquired. When the respective cultures of the hospitality business people and of the 
tourists are similar, their influence on a market success of a tourist product is small but 
when they are very different, e.g. Asians vs. European cultures, they can create serious 
problems for both parties. 
A growing importance of Asian tourists, Japanese, Chinese and Korean, on the European 
tourist market constitutes a challenge for hospitality business, especially in former 
communist countries which contrary to Western European countries not only have to 
establish themselves as new tourist destinations and compete with the renown ones but 
also to adjust their offer to the tastes of their Asian customers. 
The Polish Chamber of Tourism has been involved in a campaign to market Poland for the 
Japanese tourists and to make it one of their favourite holiday destinations. However its 
efforts must be paralleled with an attempt to create a proper tourist product which will 
appeal to the Japanese as far as its cultural content and service culture are concerned. 
The present article discusses the double occurrence of culture in the Polish tourist product 
for the Japanese market. 
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